Since its introduction by Motorola in the 1980s, Six Sigma have found widespread application in many manufacturing industries, where its application to service sectors has not been widespread mainly due to the lack of methods and tools appropriate to service process. One of the key aims of six sigma is the recognition of relevant problems aligned with a company strategy and that are relevant to achieve its mission. The general problems related with internal issues like defects and waste to achieve product quality and time delivery. On the other hand, the relevant objectives of service sectors are customer satisfaction and loyalty. Due to the different goals on manufacturing and service sectors, procedures to recognize problems in service industries toned to be developed. This piece of work proposes a toolkit to support the recognition of projects from a different perspective. It proposes the use of different service quality models aimed to service organizations to integrate customer experience tools and ServQual. The proposed Toolkit is developed through the following five stages: 1) collect voice of customer (VOC) and voice of process (VOP); 2) analyze the information; 3) recommend actions; 4) identify and classify projects; 5) prioritize. The recognition phase is based on two dimensions: a) service quality; and c) customer experience. The toolkit developed provides a framework that incorporates customer experience tools to widen the application of six sigma in service industries. The framework and toolkit were tested in the International Lean Six Sigma ITESM-BMGI Certification Program. The results of its application are presented and discussed and future work is proposed.
Introduction

"Customer experience is critically important; it is broken, and fixing it can be very profitable. Corporations removed major quality defects in the 80's, re-engineered business processes in the 90's, and now it's time to take on the next big challenge for corporate America: Customer Experience"
1 . Six sigma has garnered recognition in the manufacturing sector, its applications in the service industry are not yet well documented 2 , the nature of services and the ways customers tend to evaluate service quality face important challenges for six sigma 3 , due to service quality is a function 4 of differing customer perceptions over time 5 . Service Quality can be defined from two perspectives: operational is the operation's assessment of how well the service was delivered to its specification and customer
The stage 2 identifies potential failures by performing a FMEA to rate each failure mode identified in Service Blueprint; the data collected in the application of SERVQUAL is also considered. Then, the information collected by Sequential Incident Laddering Technique (SQIT) will be analyzed in Episodes and Customer Responses, based on Based on Creating Experience Clues 12 ; this stage will make sure the match between VOC & VOP, and the recognition of customer experience. Finally it will be applied the Customer Journey Mapping to understand all the activities that involve to the customer. The stage 3 continues by performing the FMEA, this stage recommends actions for all main potential failure modes (match between SERVQUAL, SQIT and Service Blueprint), this main failure modes are identified by performing a Pareto Chart 13 . The stage 4 identify and classify all resultant projects through FMEA, considering Episode, Company Stimulus and Customer Experience (emotional and cognitive responses) to be affected. In this part all projects will be shown and each of will be identified as Just-do-It (Project Management, PDCA) (Shostack 1984) 17 (Jüttner Although SERVQUAL presents general quality measures for service sector, it does not incorporate specific dimensions for all types of services, therefore, they were taken into consideration under the inspiration of the previous studies (Parasuraman, Zeithaml y Berry, SERVQUAL: A multiple-item scale for measuring consumer perceptions and service quality 1988) but it is proposed specific items for their corresponding application. Questions aimed to evaluate expectations and perceptions by using 5-point Likert scale. The scale was determined as 1-strongly unimportant and 5-strongly important. In total 17 participants were respondents (response rate was 100%). The questionnaires were handed to participants waiting for the course and the end of the course in EGADE Business School. As presented in Table 1 , 41.2% were female, and 58.8% were male. The age group of 25-34 most prevalent. 70 percent of participants had a university degree. Surprisingly, only 6 percent of participants chose this course to increase the customer satisfaction. In this study, Chronbach's Alpha values were used to determine both of participants' expectations and perceptions about Lean Six Sigma Program. Firstly, for expectationrelated item's Cronbach's Alpha value was 0.86 and for perception-related items' Chronbach's Alpha value was 0.74 (  Table 2 ). The consistency of both expectations and perceptions were statistically analyzed with Chronbach's Alpha and the results were satisfactory. Also, five dimensions of service quality's Cronbach Alpha values were statistically analyzed. For expectations, Chronbach's Alpha was found to be 0.7 for tangibles, 0.8 for reliability, 0.9 for responsiveness, 0.6 for assurance and 0.8 for empathy. For perceptions, Chronbach's Alpha was found to be 0.8 for tangibles, 0.2 for reliability, 0.6 for responsiveness, 0.7 for assurance and 0.8 for empathy (Table 3) . 
Sequential Incident Laddering Technique
A study of participants of the Lean Six Sigma Certification Program is used to apply the SILT and test the technique. The research focuses on service experience processes for the program. Customer process paths based on high process map of Program. Figure 4 illustrates the seven episodes. Sample. Only customers with at least on service experience in the ITESM-BMGI Program were included in the study. The guests were contacted via telephone and asked whether they were unoccupied and willing to participate in the study: 67 per cent of the people contacted agreed to be interviewed. A sample of 18 participants was contacted within two months after their last contact to the program (see Table 5 ). In the experience context, eleven respondents were Black Belt, four respondents were Green Belt, two respondents were Upgrade and one respondent was Champion. Ten participants reported that the focal training was "skills", three participants reported was "networking", two participants reported was "recognition", and three respondents reported was "labor requirement". Respondents are asked to report all positive and negative incidents they recall from each episode of a service experience as well as the pre and post service interaction episodes. Subsequently, for each of the reported incidents along the service process, the interviewer asks laddering questions to establish the link between the experience stimuli of the Company. As observed in SHOULD BE Customer Journey Mapping (CJM), every feedback delivery spends more than 10 days and every phase has 3 feedback deliveries, resulting in 54 days for lead time and 26 days for non-value-add, being that SHOULD-BE CJM should be 30 days (one month) lead time for every phase as maximum allowable. This process is totally based from customer view point. For this aspect it was performed a comparison between AS-IS and SHOULD-BE Customer View; this activity raised awareness between coaches and master, and it was decided to shorten the lead time for project deliveries. This project is considered in Figure 19 . 
Creating Experience Clues
The data were analyzed using content analysis following the procedures suggested by Berry and Jüttner (Berry y Carbone 2007) (Jüttner, Shaffner, y otros 2013) . In a first step, the classification scheme was developed based on data from the interviews. All stimuli and responses were classified into categories. Statements were classified either as positive or negative stimuli, and the cognitive and emotional responses were divided into positive responses that lead to attraction or negative responses that lead to aversion. Responses were coded as emotional if they expressed either a positive or a negative valence and if they corresponded with the set of consumption related specific emotions identified by Jüttner. Responses were coded as cognitive if they related to a cognitive aspect of the service, expressed through deliberate thoughts and interpretations. Overall, 94 cognitive responses and 38 emotional responses were counted as the two core constructs of customer service experience. The number of positive and negative responses as a well as detailed view on which company stimuli triggered which customer responses in the ITESM-BMGI Program experience are presented in table.
The frequency of the above stimuli and customer responses can be seen as an indicator for their relative importance in this service context. The cognitive responses (94) outweigh cognitive responses (38) by more than 100 percent. It is observed that the most frequently mentioned company stimuli appear to be "Effective Service Delivery" (25 positive, 22 negative responses), followed by "Information" (7 positive, 14 negative responses), "Efficient Service Delivery" (5 positive, 3 negative responses), "Pleasant Service" (2 positive, 6 negative responses), see Table 6 . Interestingly, the stimulus category that triggered by far the most frequent number of negative responses is "Effective Service Delivery" (overall 30 negative responses). Looking at the customer responses, the most frequent responses are "professionalism" (overall 18 positive and 14 negative responses), "informed" (8 positive, 14 negative), "comfort" (6 positive, 14 negative). The predominance of "professionalism" is interesting because it appears to express a latent expectation of participants towards the service provider regarding the way in which the service is delivered. Being served by someone who acts professionally appears to be a reassurance to the customer that they made the right service provider decision. On the emotional side, the most important emotional responses are "Cared for" (4 positive, 5 negative), "Serenity" (2 positive, 5 negative), "Contentment" (4 positive, 2 negative). The cognitive and emotional responses were analyzed along the episodes of the program (see Table 6 & Table 7 ) It was decided that cognitive or emotional responses had to be observed in more than 40 per cent of all episodes in the process in order to be considered a "salient" cognition or emotion. Therefore, it is not expected to observe consistent cognitions and emotions in all episodes. For the Program service, the cognitive responses of "professionalism", "customized service", "speediness", "informed" and "comfort", as well as the emotional consequences "cared for", "contentment", "pleasure", "serenity" and "surprise", meet the requirement. Interestingly, "Decision Making" and "Signing up" episodes does not have responses because the participant is not involved in this process, in according with this data (see Table 8 , A hierarchical value maps were constructed from the data. A hierarchical value map (HVM) is a tree diagram consisting of the linkages between the lower-level means (company stimuli recalled) with the higher-level meanings or ends (cognitive and emotional responses as well as personal values). Value hierarchies are subjective to the individual customer and may vary across customers. However, for the methodological purpose of this study, the data was analyzed to identify a subset of the most prominent values, i.e. those which appear to play a fundamental role in the customers' experience. In order to identify the main personal values, a personal value had to account 40 percent or more of all value relationships (cognitive and emotional responses). The personal values "recognition, "networking" and "improve skills" meet this requirement for the Program experience. Figure 12 illustrates the value maps for each personal value identified from the data. Then, is presented the overall value map with all personal value. Figure 12 . General HVM This technique confirms that customer experience perception is formed at all three levels of the value hierarchy. It finds tentative evidence that customers' values determine the relative salience of those company stimuli which are recognized and of the subsequent cognitive or emotional responses which they trigger.
FMEA
A service Blueprint was first developed to identify the potential fail points within the ITESM-BMGI Program, then, based on the Blueprint, the FMEA tool was performed to prioritize the critical potential failure modes of the service process and take the necessary actions to improve the service performance. The potential failure modes for every activity Page 26.1312.18
are analyzed and listed according to the service flowchart of the Program. In this regard, a total of 108 potential failure modes is listed of further analysis.
To compute the risk priority number that differentiates the effect of each potential failure mode, the required data for severity rating, occurrence rating, occurrence rating and detection rating are collected by questionnaire. This survey was assisted by the ITESM-BMGI Program. By prior contact with the Responsible and its permission, 15 questionnaires were sent to the front office staff (coaches), 11 surveys were responded. Firstly, the respondents were asked to rate the degree of severity rating, the probability of occurrence, and the likelihood of detection of each failure mode. In the survey, a rating scale from 1 to 10 was utilized for every failure mode. That is, for severity, 1 means the least severe failure and 10 means the most severe; for occurrence, 1 means the least likely that the failure mode will occur and 10 means the most likely; for the detection, 1 means that the program has the highest degree of ability to prevent the failure mode and 10 means the lowest degree. See Figure 13 . Secondly, a second rating is performed. Severity, occurrence, and detection ratings were computed by the average of the surveyed data. And the RPN for each failure mode was obtained and shown in the last column of Annex IV. In order to identify the more critical failure modes, these RPN values are ordered, from highest to the lowest value, to apply Pareto Chart. (Figure 14) . The service recovery strategy and projects regarding these failures modes should also gain all the attention and should be programmed in order to improve the service immediately if they do occur. 
Stage 4: Identify and Classify Projects
In this stage, the identification of projects will be performed with the Tenorio Tool (Tenorio 2014) . The first column, all problems identified in the service are showed. The second column shows the project that must be implemented to reduce or eradicate the problematic.
The "Strategy" raw shows the components of Service Model, Customer Loyalty, Satisfaction and Service Quality, and their corresponding weight. The objective of this stage is aligning each project with specific strategies, using the scale: 1=low relationship 4=medium relationship 7=much relationship 10=critical relationship Importantly, if there is no any relationship between project and strategy the space must be left empty (Figure 15) . The classification of projects, based on the matrix, all projects with a total weight >100 points will be selected. These projects are in the "Projects with more weight" column, and these will be the projects to work in this section. A lo mejor un expositor se dedicaba más a leer y leer y no era mucha participación de nosotros y con otros modulos era más participación y menos lectura, ese es el detalle. Me parece que es un poco más ameno cuando uno participa más y se desenvuelve más fácilmente, son un poco largos los temas, entonces a lo mejor sería bueno, esa es mi percepción. Cuando sólo es escuchar, escuchar y escuchar a lo mejor si se nos hace más pesado.
SERVQUAL Service Blueprint Action Recommended
Unclear explanations during the course Effective Service Delivery
La teoría y todo eso, sentí como que le gustaba, profundizaba muy pocas veces, no sé cómo explicartelo, la verdad es cuando sentía que más batallaba Yo para entender los temas, batalle más. El profesor Alberto, muchos comentarios muy buenos pero nada que ver con el material del examen La organización del manual presentó una secuencia lógica
Manual with mistakes Informed
Estaba muy dispersa la información del manual para la organización de los quizzes, si batallamos en un principio para tomar un punto de referencia donde podias tomar las respuestas.
Manual with mistakes Professiona lism
En cuanto al manual, en los manuales manejan una versión de minitab que a la hora que estamos en el curso, por ejemplo, ya salió una versión más actual, entonces ahí si falta un poquito actualizarlo en cuanto a minitab Tedious Course Speediness Poquito apretado el horario del programa. Mucho material el que teníamos que cubrir en poco tiempo
Tedious Course Comfort
El horario del programa pesado pero sé que así se requiere. Son sesiones de todo el día, en lo personal se me carga a mí la carga de trabajo aquí en la empresa pero sabiamos que iba a pasar eso.
Tedious Course Comfort Para alguien que trabaja y de 9 a 6, es bastantita carga, no sé si sería posible, alargar un poco más el curso o abrir más días
Tedious Course Professiona lism
En ocasiones, como que en algunas clases como que era mucha teoría, faltó alguna dinámica o salirnos un poquito de la rutina en cuanto a estar leyendo así por el estílo, más que nada para despejarte Tedious Course Comfort Seguíamos mucho el patron de las diapositivas, en algunas clases que si estaban más pesadas, que eran más días, entonces algún ejercicio si estaría bien
Tedious Course Comfort
La parte de análisis estuvo bastante pesada, fue una semana completita de sesiones, a lo mejor podría ser partirla un poquito porque si fue una semana intensa la verdad, haz de cuenta que es ahí un semestre. A lo mejor 3 días de sesión, y a lo mejor continuar en un par de semana más con otros 3 días, a lo mejor podrías abarcar de una forma más concisa de esta manera por que era tanta la información que te perdías un poco, ya no sabes ni que preguntar, o no te permite estar cortando temas, es muy saturado Course: Evaluate the schedule, include more activities that elicit participation between participants.
Manual: Update manuals, establish criteria to revise and edit manuals and update Minitab exercises, and must be considered to add Study Cases. Evaluate the cost/benefit if it is decided color printing manuals. Index manual.
Instructor: Instructors must take the training "Train the trainer", especially the Instructor Daniel González Empathize with client.
Tripthyc: Design a tripthyc with a well defined schedule about topics and times.
Food: Give the restaurant menu to the participant at the course.
"CHECKLIST" File: Give a detailed revision to Checklist File and update it according to actual needs.
Course
Website: Add info on website about the special requirements to attempt a certification and what is needed before to training course.
Sequent Incident Laddering
Making Decision
Course and manual without real study cases
Depending on the answers to the questions showed in the top part of the matrix (Figure 16) , the template will be modified. The objective of this matrix is classifying all projects in some methodology. The methodologies identified in this template are:
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Insufficient information to client on website
Define the guidelines and information must be showed on website. 4 1 7 109
3 Customer disoriented at ITESM Assign a responsible to be attent of all participants in the main access. (Tenorio 2014) , the process to prioritize Lean Six Sigma projects is the following: Taking into account the ten main critical success factors and the resultant Lean Six Sigma Projects by performing the classification of projects in the prior step, the following step is to complete the matrix (Figure 17) , which has an objective listing and selecting the projects with more weight, as is, delegating them to the adequate belts.
To make such prioritization, critical success factors are evaluated. For the first three ones:
(1) It has approval / support of the process owner for project implementation, (2) Sponsor devotes time and resources to implement the project, and (3) Deployment Leader / Master Black Belt Competences, filling the matrix numbers are between "0" and "1", which exposes the degree of compliance with the factor, on the basis of a value of "0" indicates that there is limited met, "0.5" indicates that 50% are satisfied and "1", which is 100% compliant. For the remaining 7 factors is assigned a "0" to those factors that are not met and a "1" to those factors that fulfill itself. Thus, in the "TOTAL" column summation of all assigned values are obtained. Those projects that have the highest values are those that are selected for development. The projects are into the green area will be considered to be developed, considering the Program intention to improve its service performance. The project into the yellow area must be evaluated by Master Black Belt and his team, and the projects into the red area are risky projects, i.e., projects with low probability of success ( Figure 20) . Page 26.1312.26
Conclusions about this research
According with the Research, it achieved to define the concept, inherent characteristics and classification of services. These characteristics were taken into account through of the development of toolkit for recognition of projects in service organizations based on service quality and customer experience. According with chapter 3, it can be concluded that although the different models available in the literature satisfy some aspects but the most of them omit fundamental characteristics of Service Sector; particularly: L6S Toolkits with exception of Antony (2004) do not have a clear differentiation between services and manufacturing tools, this research shows that the different toolkits include almost the same tools than manufacturing roadmaps, Antony (2004) is the only author that integrates the ServQual tool in his toolbox. Recognition Models. They are based on planning without an explicit consideration of external customer. Experience Models. With exception of Johnston (2011) , the models are scoped to concepts and there is not a roadmap with deliverables. Nevertheless the models proposed by the different authors expose the need of integrating customer experience with a service quality methodology. Service Quality Models. These models are mainly based on concepts, Parasuraman is the main conceptual framework of actual researches, and nevertheless Parasuraman does not integrates tools or specific customer experience tools to manage this dimension. One of the critical characteristic of services for six sigma is the variability of service quality because it depends of how, when and who provides the service, also is depending of customer perceptions, therefore it is needed the adequate customers' segmentation. One of the main difference between manufacture and services in L6S is the tangibility, while the product is weighted, touched, the service is intangible. Moreover, the services industry has more relationship with customer satisfaction and the moments of truth are critical success factor. In this way while the Research questions are answered, the specific objectives are met. As contribution of this research, it achieves the development of toolkit to recognize projects in service organizations that allows the share of this sector in terms of quality and market competitiveness. Through the toolkit development it is concluded that This toolkit can be scalable, i.e., applicable for SMEs and large enterprises because experience management does not require specialized training, every employee can participate and form multidisciplinary teams to achieve results. There is a weakness in six sigma, i.e., empathy dimension (ServQual) and contrary to this, experience management is strongly supported by this dimension (walking in the customers' shoes), therefore, the research provides a specialized way to consider both aspects: service quality and customer experience. The model is strongly based on Voice of the Customer and Voice of the process to identify potential failures modes and critical failures. The toolkit achieves the identification of problems and match them between internal and external customers mainly in the data analysis stage, at the time makes the identification of real customer needs, Page 26.1312.27
It achieves to recognize projects based on the two dimensions by identifying and followingup the experience and all the customer journey, and at the time, the service quality. It achieves the recognition of personal values behind of customer responses, i.e., every customer response has a personal value influencing it. The model identifies the company stimulus recalled by the customer, it is critically important because the program can manage every stimulus and determine whose stimulus require top focus. It identifies whose are the front and back office activities. Through of the flowchart is shown the back office influencing the front office activities. The toolkit match experience (emotions and cognitive) with service quality, The SILT proves the variability of service quality (customer perception over time) because through of every interview there are different perceptions of the same service.
The model provides an alternative way to introduce different tools tailored for services industry, making an integration between ServQual and Experience tools. The research allows to identify weakness and strengths of the reviewed models.
The model allows to identify inputs to customer loyalty: Service Quality, Experience and Satisfaction On the same hand, the service sector involves three aspects: service process that can be affected by Lean Six Sigma, service delivery that can be considered by Experience Management and if required the third aspect facilities that can be determined with support of Servicescape. The methodology consists in the toolset in order to carry out the Recognition Phase in a timely and structured manner. This leads to the Service Organizations look to Lean Six Sigma and Experience Management as a relevant continuous improvement methodologies for this sector.
Of the research performed, it is determined that the largest contribution comprises the way to establish a knowledge baseline that define terms, clarify concepts and supports future researches.
It is important to highlight the importance of considering the customer experience, this term will support us in capturing the customer (retention) because the most of cases they are more influenced by emotions and feelings than service quality, this aspect strongly suggest that emotions and feelings over the time form a consolidates relationship with customer which will achieve the loyalty. As result the model made the integration between both dimensions to avoid forget some important aspect. Another important aspect is that nowadays, the enterprises are struggling to achieve service quality by monitoring metrics, by defining value stream maps, by standardizing, by homologating criteria, these efforts has been successful but there is a problem not considered, the customer does not perceive small changes in service performance, the success key factor is manage the customer experience by monitoring personal values, cognitive responses, emotional responses and finally company stimulus recalled by the customer, these four aspects will guide the organizations in the services improvement.
Future Research
The actual research highlights various research lines that can be considered for future Research. Page 26.1312.28 
